Psycholo 
y 


Author Index 
Volume 15, 1998 


Ahuvia, A. C.: see Wong, N. Y. 

Areni, C. S.: Kiecker, P.; and Pa- 
lan, K. M.: Is It Better to Give 
than to Receive? Exploring Gen- 
der Differences in the Meaning 
of Memorable Gifts, 81 

Arnould, E. J.: see Stern, B. B. 


Babin, L. A. and Burns, A. C.: A 
Modified Scale for the Measure- 
ment of Communication-Evoked 
Mental Imagery, 261 

Baker, J.: see Mittal, B. 

Beardon, W. O.: Malhotra, M. K.; 
and Uscategui, K. H.: Customer 
Contact and the Evaluation of 
Service Experiences: Proposi- 
tions and Implications for the 
Design of Services, 793 

Bettencourt, L. A.: see Houston, 
M. B. 

Bottschen, G.: see Pieters, R. 

Burns, A. C.: see Babin, L. A. 


Chaiken, S.: see Zuckerman, A. 

Chamblee, R.: see Curlo, E. 

Chattopadhyay, A.: When Does 
Comparative Advertising Influ- 
ence Brand Attitude? The Role 
of Delay and Market Position, 
461 

Couchman, N.: see Townley, S. 


Cox, E. P., III: see Wogalter, M. S. 

Curlo, E. and Chamblee, R.: Ad 
Processing and Persuasion: The 
Role of Brand Identification, 
279 


Dick, A. S. and Lord, K. R.: The Im- 
pact of Membership Fees on Con- 
sumer Attitude and Choice, 41 

Dubé, L. and Maute, M. F.: Defen- 
sive Strategies for Managing 
Satisfaction and Loyalty in the 
Service Industry, 775 


Fischhoff, B.: Riley, D.; Kovacs, D. 
C.; and Small, M.: What Infor- 
mation Belongs in a Warning?, 
663 

Fisher, R. J. and Wakefield, K.: 
Factors Leading to Group Iden- 
tification: A Field Study of Win- 
ners and Losers, 23 

Fox, M. A.: see Gordon, M. E. 


Garibaldi, B.: see Tom, G. 

Gordon, M. E.: McKeage, K.; and 
Fox, M. A.: Relationship Mar- 
keting Effectiveness: The Role 
of Involvement, 443 


Hakkio, S. and Laaksonen, P.: Re- 
lationships in Marketing Chan- 
nels: Examining Communica- 


AUTHOR INDEX 


ap) 
she 
ee 
j 
835 
i 
j 


tion Abilities through Cognitive 
Structures, 215 

Harrington, D.: see Townley, S. 

Holden, A. C. and Holden, L.: 
Marketing History: Illuminat- 
ing Marketing’s Clandestine 
Subdiscipline, 117 

Holden, A. C.: see Holden, L. 

Holden, L. and Holden, A. C.: 
Woman to Women: Social Mar- 
keting an Idea to the New 
World, 175 

Holden, L.: see Holden, A. C. 

Houston, M. B.: Bettencourt, L. 
A.; and Wenger, S.: The Rela- 
tionship Between Waiting in a 
Service Queue and Evaluations 
of Service Quality: A Field The- 
ory Perspective, 735 


Jones, D. G. B.: Biography as a 
Methodology for Studying the 
History of Marketing Ideas, 161 


Kiecker, P.: see Areni, C. S. 

Kim, D.: Pan, Y.; and Park, H. S.: 
High- Versus Low-Context Cul- 
ture: A Comparison of Chinese, 
Korean, and American Cul- 
tures, 507 

Kinney, L.: see McDaniel, S. 

Kovacs, D. C.: see Fischhoff, B. 


Laaksonen, P.: see Hakkio, S. 

Lamson, N.: see Rousseau, G. K. 

Lapin, A.: see MacKinnon, D. P. 

Laughery, B. R.: see Laughery, 
K. R. 

Laughery, K. R.: Laughery, B. R.; 
Lovvoll, D. R.; McQuilkin, M. 
L.; and Wogalter, M. S.: Effects 
of Warnings on Responsibility 
Allocation, 687 

Leach, M. P. and Liu, A. H.: The 
Use of Culturally Relevant 
Stimuli in International Adver- 
tising, 523 


Lee, M.: see Ulgado, F. M. 

Liu, A. H.: see Leach, M. P. 
Lord, K. R.: see Dick, A. S. 
Lovvoll, D. R.: see Laughery, K. R. 


MacKinnon, D. P. and Lapin, A.: 
Effects of Alcohol Warnings and 
Advertisements: A Test of tiit 
Boomerang Hypothesis, 707 

Malhotra, M. K.: see Beardon, 
W. O. 

Marshall, R.: see Na, W. 

Mathur, A.: Examining Trying as 
a Mediator and Control as a 
Moderator of Intention—Behav- 
ior Relationship, 241 

Mattila, A: An Examination of 
Consumers’ Use of Heuristic 
Cues in Making Satisfaction 
Judgments, 477 

Maute, M. F.: see Dubé, L. 

McDaniel, S. R. and Kinney, L.: 
The Implications of Recency 
and Gender Effects in Con- 
sumer Response to Ambush 
Marketing, 385 

McKeage, K.: see Gordon , M. E. 

McKinley-Floyd, L. A.: The Im- 
pact of Values on the Selection 
of Philanthropic Clubs by Elite 
African American Women: An 
Historical Perspective, 145 

McQuilkin, M. L.: see Laughery, 
K. R. 

Meenaghan, T.: Ambush Market- 
ing: Corporate Strategy and 
Consumer Reaction, 305 

Meenaghan, T.: Ambush Market- 
ing: Examining the Perspec- 
tives, 301. 

Mittal, B. and Baker, J.: The Ser- 
vices Marketing System and 
Customer Psychology, 727 

Moore, E. G.: Competitive Judg- 
ments in a Business Simula- 
tion: A Comparison between 


AUTHOR INDEX 


«ts 
4 
| 
a 
be 
: 
836 
\ 


American and Chinese Business 
Students, 547 
Murphy, P.: see O’Sullivan, P. 


Na, W.: Son, Y.; and Marshall, R.: 
An Empirical Study of the Pur- 
chase Role Structure in Korean 
Families, 563 


O’Sullivan, P. and Murphy, P.: 
Ambush Marketing: The Ethi- 
cal Issues, 349 


Palan, K. M.: see Areni, C. S. 

Pan, Y.: see Kim, D. 

Park, H. S.: see Kim, D. 

Park, S.-Y.: A Comparison of Ko- 
rean and American Gift-Giving 
Behaviors, 577 

Payne, M.: Ambush Marketing: 
The Undeserved Advantage, 
323 

Pieters, R.: Bottschen, G.; and 
Thelen, E.: Customer Desire 
Expectations about Service Em- 
ployees: An Analysis of Hierar- 
chical Relations, 755 

Pilcher, J.: see Tom, G. 

Pruyn, A. Th.H.: see Van Raaij, 
W. F. 


Ramaswamy, V. and Srinivasan, 
S. S.: Coupon Characteristics 
and Redemption Intentions: A 
Segment-Level Analysis, 59 

Riley, D.: see Fischhoff, B. 

Rogers, W. A.: see Rousseau, G. K. 

Rousseau, G. K.: Lamson, N.; and 
Rogers, W. A.: Designing Warn- 
ings to Compensate for Age-Re- 
lated Changes in Perceptual 
and Cognitive Abilities, 643 


Sandler, D. M.: see Shani, D. 

Shani, D. and Sandler, D. M.: Am- 
bush Marketing: Is Confusion 
To Blame for the Flickering of 
the Flame?, 367 


Small, M.: see Fischhoff, B. 

Smith, J. B.: Buyer—Seller Rela- 
tionships: Similarity, Relation- 
ship Management, and Quality, 
3 

Son, Y.: see Na, W. 

Srinivasan, S. S.: 
wamy, V. 

Stern, B. B.: Thompson, C. J.; and 
Arnould, E. J.: Narrative Anal- 
ysis of a Marketing Relation- 
ship: The Consumer’s Perspec- 
tive, 195 


see Ramas- 


Thelen, E.: see Pieters, R. 

Thompson, C. J.: see Stern, B. B. 

Tom, G.: Garibaldi, B.; Zeng, Y.; 
and Pilcher, J.: Consumer De- 
mand for Counterfeit Goods, 
405 

Townley, S.: Harrington, D.; and 
Couchman, N.: The Legal and 
Practical Prevention of Ambush 
Marketing in Sports, 333 


Ulgado, F. M. and Lee, M.: The 
Korean versus American Mar- 
ketplace: Consumer Reactions 
to Foreign Products, 595 

Uscategui, K. H.: see Beardon, 
W. O. 


Van Raaij, W. F. and Pruyn, A. 
Th.H.: Customer Control and 
Evaluation of Service Validity 
and Reliability, 811 


Wakefield, K: see Fisher, R. J. 

Wenger, S.: see Houston, M. B. 

Witkowski, T. H.: The Early 
American Style: A History of 
Marketing and Consumer Val- 
ues, 125 

Wogalter, M. S. and Cox, E. P., 
III: Guest Editorial, 615 

Wogalter, M. S.: see Laughery, 
K. R. 


AUTHOR INDEX 


] 
: 
| 
ae 
q 
i 
i 
837 

3 


Wong, N. Y. and Ahuvia, A. C.: 
Personal Taste and Family 
Face: Luxury Consumption in 
Confucian and Western Socie- 
ties, 423 


Youjae, Y.: Marketing in East 
Asia: A Cross-Cultural Perspec- 
tive, 503 


Zeng, Y.: see Tom, G. 


Zuckerman, A. and Chaiken, S.: A 
Heuristic-Systematic Process- 
ing Analysis of the Effective- 
ness of Product Warning La- 


bels, 621 


AUTHOR INDEX 


\ 
a 
| 
} 
i 
ae 
! 
838 
H 


